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Abstract
The current paper is part of a wider research that has as general objective to develop an
evaluation and analysis model for the total quality management (TQM) system to identify best
practices that determine its’ performance, in order to improve it. The research is focused on
organizations from the metal construction industry. The sample consists of organizations from
Romania operating in the before mentioned area, which have a consolidated position in the
market and conducted efforts in implementing TQM systems. The data analysis was conducted
through quantitative research methods, based on statistical processing. Regarding the research
tools used for data collection, a survey based on a questionnaire was employed. The designed
and pre-tested questionnaire contains items based on factors considered important in analysing
and evaluating the TQM system, based on the evaluation criteria of the EFQM European
Excellence Award (European Foundation for Quality Management), which provides credibility
to the research. The objective of the present research is analysing the components of the TQM
system, leadership and quality culture, in companies from the Romanian metal construction
industry and their influence on customer relationship. The empirical research was conducted
between September 2014 and August 2015, and the study is based on questioning 263
managers from 23 companies. The main research results show a very strong positive relation
between the variables leadership, quality culture and customer relationship. It was also noticed
that the management team of the analysed organizations is concerned with the continuous
quality improvement process and that efforts are made for satisfying and exceeding customers’
expectations, thus existing the premises for creating customers’ dedicated organizations and
achieving long term excellence. A surprising result concerning the leadership style favourable
to quality culture’s development was obtained. The managers from the analysed organizations
which have an authoritarian leadership style favour the development of a quality culture more
than managers who adopt a democratic style.
Keywords: total quality management system, quality management, quality culture,
leadership, customer relationship.
JEL Classification: M14; L21; L25.
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Introduction
In the current economic context, characterized by change and dynamism (Jiménez-Jiménez
et al., 2015), quality has become a source of competitive advantage. Organizations that aim
to achieve excellence should perceive quality as something natural, without which they
cannot function, just as with human and financial resources. Nowadays, clients are more
and more informed, they have standards and expectations increasingly diverse and
sophisticated (van Schoten et al., 2016), the reason why quality and the total quality
management system became critical success factors for any organization within the
business environment. Organizations need to focus on customer satisfaction, knowing that
satisfied customers are vital in ensuring competitive advantage. On the other hand, it is
accepted in the literature that TQM initiatives determine improved organizational
performance and increased competitiveness (Bou-Llusar et al., 2009), having an essential
role in the process of meeting customers’ needs and generating profit (Chaudary, Zafar and
Salman, 2015). Based on these facts, we believe that awareness of quality’s importance in
the activity of an organization is the fundamental prerequisite for surviving in the market
and achieving business excellence. According to Ferdowsian (2016), an organization
should pay attention to all factors that determine excellence achievement and consider the
impact of each excellence criteria.
The TQM system represents a set of interdependent elements forming a coherent whole and is
used to formulate clear and precise policies and quality objectives required for the proper
administration of continuous quality improvement programs to ensure customer satisfaction.
The quality management system represents a part of the management system with regard to
quality, according to ISO9000:2015 (ISO, 2015). The TQM system components represent
essential aspects, found in the approaches to excellence models, such as EFQM.
The article is structured in three sections. The first section includes a literature review on
the TQM system components, followed by a section that presents the methodology used in
carrying out the empirical research and a practical part where the results obtained in the
study regarding the impact of leadership and quality culture on customer relationship, are
discussed. The paper ends with a set of conclusions and recommendations. The objective of
the present research is analysing the components of the TQM system, leadership and
quality culture, in companies from the Romanian metal construction industry and their
influence on customer relationship.
1. Literature review on the TQM system’s components
There are different opinions in the literature regarding the components or elements of the
TQM system. For example, Dahlgaard, Kristensen and Kanji (2007, p.17) consider the next
four pillars of the TQM foundation: the top management involvement, focus on customers
and employees, continuous improvement, involving all members of the organization.
Another approach (Ilieş, 2003; Ilieş and Crişan, 2011) identifies the following components
of the TQM system: leadership, quality culture, and communication. In the present
research, we focus on the first two components of the TQM system.
Although some TQM principles and practices differ between companies and industries,
there is an accepted opinion on the importance of leadership in top management concerning
the implementation of the concept. Leadership, as a component of TQM system, refers to
the top management of the organization, namely to the top management involvement, to
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how it understands and relates to the continuous improvement processes within the
organization. Leadership is the ability, the art and the process of influencing others, to get
them to work better, more efficiently to achieve the common goals of the organization (Ilieș
and Crișan, 2011). Also, leadership refers to the way top management understands the
importance of quality and gets involved in delivering the quality message to the entire
organization. Leadership has the responsibility for setting the strategic direction and the
systems that facilitate a high organizational performance (Sabella, Kashou and Omran,
2014). According to Juran (1964), leadership cannot be delegated.
Companies’ success concerning the well-functioning of total quality systems is mainly
caused by a strong leadership. TQM requires a profound and transformational
organizational change, which involves the modification of the whole way of thinking and
acting within the organization. The way top management acts when managing this change
is the key to successfully implementing TQM. Regarding the TQM principles, according to
Ilieş and Crișan (2011), good leadership:
 is focused on quality, on knowing the details and the performance level of the
company, is involved in educating, training the employees, recognizes their merits;
 proves determination in making changes possible, using all opportunities to promote
quality;
 sets courageous objectives, seeking new opportunities for profitable growth by directing
all employees to develop new methods and processes, not only to improve old ones;
 clearly defines how to meet consumers' requirements and quality improvement goals;
 shares values - implementing changes concerning quality in the organizational culture;
 supports horizontal structures that allow more authority to lower levels;
 maintains regular contact with employees, customers and suppliers.
According to Wu (2015), culture can manifest itself in the form of declared values and
practices, but its essence is a coherent set of beliefs that influence the way of action.
Quality culture, as a component of the TQM system, includes and integrates all activities,
processes and organizational systems, creating a way of organizing that requires the
involvement of all employees in the continuous quality improvement process to create an
organization dedicated to the customer and achieve long-term excellence. Therefore, we
can state that TQM is an organizational culture model that aims customer orientation of all
activities and organizational processes, in other words, is a holistic approach to quality
(Ilieş, 2003). Quality culture refers to orienting the organizational culture towards the TQM
requests. Regarding the components of organizational culture, quality culture involves
creating or changing, shaping the beliefs and values of the organization's members on the
awareness that everyone must do things right the first time and every time, and that all the
organizational activity must be improved continuously by involving each member of the
organization in achieving and improving quality. The process of continuous improvement is
reflected in the performance and the market competitiveness. These beliefs and values
determine quality-oriented attitudes and behaviours, such as customer focus, accountability,
and involvement in quality achievement.
In this context, it is necessary to clarify key issues related to the concept of customer
relationship. The fundamental principle of TQM is customer orientation, necessary for
knowing the needs and expectations of the clients and for being able to satisfy them within
required conditions. Dale (2003) states that organizations must understand that they depend
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on customers and therefore, should make every effort to know and understand their current
and future needs. Ngambi and Nkemkiafu (2015) believe that customer orientation
maintains the management team aware of changes occurring in the environment and
provides the information necessary to adapt products. Other authors perceive aspects
concerning customers in a more complex manner. There are approaches according to which
it is not enough for the client that the organization provides an expected level of quality,
knowing that this does not create satisfaction, but only eliminates dissatisfaction. According
to this approach, customers’ satisfaction requires more, a quality with added value
(Dahlgaard, Kristensen and Kanji, 2007, p.23). Regardless of the approach, customer
relationship has a major influence on customer satisfaction, one of the main dimensions that
characterize business excellence.
The various definitions and approaches existing in the literature concerning TQM, TQM
principles and TQM system’s components suggest that it is not only about specific tools
and techniques, but quality itself represents a management philosophy that underlines
models associated with quality awards such as the EFQM Excellence Model (JiménezJiménez et al., 2015; Hemsworth, 2016). The EFQM model was created in 1991 as an
evaluation framework and provides a basis for excellence awards for large and medium
companies such as European Award for Excellence. The EFQM model has a dynamic
character (Gómez-Gómez, Martínez-Costa and Martínez-Lorente, 2016), which indicates
that activities referring to innovation, learning and creativity drive and reinforce the impact
that enablers (leadership, policy and strategy, people, partnerships and resources, processes)
have on the results (people results, customers results, society results, key performance
results) (EFQM, 2013), highlighting a cause-effect relationship (Ioncică et al., 2009). The
EFQM model is a practical tool that shows organizations’ position in delivering business
excellence and facilitates the identification of weaknesses and finding appropriate solutions
for improvement, thus contributing to increasing organizational performance (van Schoten
et al., 2016). As criteria for quality assessment, through a holistic approach to quality, the
EFQM model is based on leadership, customer satisfaction, employee satisfaction and
business results within the organization (Favaretti et al., 2015). For all these reasons, the
EFQM model provides a complete and operational framework, useful as a reference for the
effective implementation of TQM philosophy in any type of organization (Calvo-Mora et
al., 2015). The same can be said for other excellence awards in the field of quality
improvement, among which the most well-known and appreciated are Deming Prize (DP
Model) in Japan and Malcolm Baldrige National Quality Award (MBNQA) in the USA.
2. Research methodology
The research presented in this paper is part of a more complex one, whose objective was to
develop an evaluation and analysis model for the total quality management system, in the
metal construction industry companies from Romania. The specific objectives of the
research presented in the current article are:
 analysing the relationship between leadership, enabler criteria in the EFQM Model,
and quality culture;
 analysing the customer relationship, variable that can be assigned to the EFQM
Excellence Model as a result criterion;
 analysing the influence of leadership and quality culture on customer relationship,
expressed and measured as a business excellence dimension.
Vol. 19 • Special No. 11 • November 2017
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The sample consists of organizations from Romania operating in the before mentioned area,
which have a consolidated position in the market and conducted efforts in implementing
TQM systems. The empirical research was conducted between September 2014 and August
2015. The research method selected for the study presented in this article is quantitative,
based on statistical data processing conducted in two phases. The instrument used for data
collection was a questionnaire comprising 40 items that describe the main factors
determining the development and successful implementation of TQM systems. They have
been selected from the 129 items describing specific factors that determine the TQM
systems’ performance. The factors analysed in the questionnaire are then grouped in
aggregated variables, as presented below. For assessing these factors, groups of questions
requesting answers on a Likert scale from 1 to 5 were employed (where: 1 = strongly
disagree, 2 = disagree, 3 = undecided, 4 = agree, 5 = strongly agree).
The data analysis was conducted in two phases:
Phase 1: Analysis of the variables leadership, quality culture and customer relationship,
factor that can influence customer satisfaction.
The components of the TQM system and the factor considered to be a business excellence
dimension were coded in the following statistical variables:
 leadership is an aggregated variable, composed of 11 items and refers to the
management of the organization, its’ involvement in defining the vision of the organization,
leading, training, supporting, providing employees with the necessary tools and resources
for properly conducting activities. It also refers to the employees’ awareness of quality’s
importance and their involvement in quality improvement, investigates how the
management structure understands and relates to the processes of continuous improvement,
the involvement in spreading the message of continuous quality improvement at
organizational level;
 quality culture is an aggregated variable, composed of 15 items and refers to
investigating the existence of preconditions for an internal environment conducive to the
development, implementation and successful functioning of TQM system. This variable is
focused on management’s concerns regarding the process of continuous quality
improvement and investigates the requests for creating customer-oriented organizations, to
achieve long-term excellence;
 customer relationship is an aggregated variable, composed of 14 items which describe
how organizations interact with customers, the extent to which are struggling to identify,
understand and satisfy or exceed customers' expectations, the extent to which the analysed
organizations are customer-oriented;
 management style is a dichotomous variable, nominal, which describes the
management style adopted by the investigated managers, namely, a democratic or
authoritarian style.
Reliability analyses were performed on the variables using values of the internal
consistency coefficient alpha Cronbach to provide a high degree of accuracy, reliability,
consistency and stability to the measured scales.
Phase 2: Analysis of the relationship between the variables leadership, quality culture,
customer relationship, management style.
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The hypotheses tested for the analysed organizations, are:
 H1: There is a strong positive association between the variable leadership and the
quality culture.
 H2: A democratic leadership style is favourable to the development of the quality
culture.
 H3: The variation of the customer relationship is mainly explained by the variation of
the analysed components of the TQM system, leadership and quality culture.
The research is based on a directed sample. Out of 53 companies that were contacted, 23
companies operating in the Romanian metal construction industry, which have
implemented or are in the process of implementing TQM systems, showed interest in
participating in the study. The sample does not allow establishing generally accepted
statistical and mathematical facts, but analyzing the situation of the studied companies. The
analyzed organizations can be categorized based on the number of employees as follows:
 between 50 and 249 employees - 16 companies (70%);
 between 250 and 499 employees - 4 companies (17%);
 more than 500 employees - 3 companies (13%).
Data analysis is based on a number of 263 valid questionnaires, applied in the investigated
companies. Respondents are managers at the bottom of the hierarchical pyramid in a
percentage of 81%, followed by middle managers with a share of 16% and top managers
(3%). We mention that we have tried to include in the research a high and diverse number
of employees in management positions, aiming to capture how the members of the analyzed
organizations relate to the TQM values and principles, which require the involvement of all
members of an organization in understanding the importance of quality and continuous
improvement. Regarding the distribution of the sample according to respondents' age, it can
be observed that the largest share in the sample is recorded by managers aged between 30
and 39 years old (57.6%), followed by managers aged between 40 and 49 (33.4%).
Managers aged between 21 and 29 years old have a share in the structure of the sample of
6.2% and managers aged between 50 and 59 have a share of 2.8%. The high frequency of
managers aged between 30 and 49 involved in the study can be explained on one hand by a
general factor since the employees are part of the employed population, and on another
hand by a particular factor referring to the high-tech industry's competitiveness that requires
managers with high competence in engineering and information systems field, always
willing to adapt to technological changes.

3. Data analysis and interpretation
Phase 1: Analysis of the variables leadership, quality culture and customer relationship,
factor that can influence customer satisfaction.
First, information that characterizes the studied variables is analysed. The variable
leadership registers an average value of 4.1 which suggests that within the studied
organizations, leadership is characterized by a high level of involvement in terms of
training, support and employees’ awareness regarding the importance of quality’s
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improvement. Managers are not involved only formally in developing and spreading the
message of continuous quality improvement at the organizational level. Thus, we can state
that the analysed organizations reach the TQM requests regarding leadership (as a TQM
principle and a component of the TQM system), but there are also improvement
possibilities for this dimension.
The variable quality culture registers within the analysed organizations a high average
value of 4.11; that suggests the existence of an internal environment favourable for the
development of a quality culture. We can state that the management team is concerned with
continuous quality improvement, creating the premises for client oriented organizations that
aim to achieve long-term excellence. Also, the possibility of improving this dimension can
be considered.
The variable customer relationship registers a high average of 4.04, which means that the
analysed organizations make efforts to identify, understand and satisfy customers' needs or
exceed their expectations. So, organizations are characterized as customer-oriented.
Regarding the declared management style, a majority of 64.6% managers consider that they
have a democratic style, and 35.4% declared as having a more authoritarian style (table no. 1).
Table no. 1: Frequency table for the variable management style
Valid

authoritarian style
democratic style
Total

Frequency
Percent
Valid Percent Cumulative Percent
93
35,4
35,4
35,4
170
64,6
64,6
100,0
263
100,0
100,0
Source: Own research

Phase 2: Analysis of the relationship between the variables leadership, quality culture,
customer relationship, management style.
Further on we want to check whether there is a correlation, a linear relationship between the
studied variables. In this context, we analyse the relationship between the variables
referring to the TQM system’s components, leadership and quality culture. We have
analysed the presence of a correlation between the studied variables using the Pearson
correlation coefficient (table no. 2). The Pearson correlation coefficient describes the power
of association between two variables and takes values between [-1; 1], which means that a
positive value of the coefficient shows the existence of a positive correlation between the
two variables, suggesting that as one variable increases, the values of the other variable
increase as well. In reverse, if the coefficient takes negative values it is noticed that as one
variable increases the other one decreases.
Before calculating the Pearson coefficient, it is necessary to verify whether the variables are
quantitative, are normally distributed, and the relationship between them is linear. The first
condition is fulfilled, and the condition of normal distribution is verified by applying the
test Kolmogorov-Zmirnov, where for the variable leadership K-S z = 0.251, p > 0.05, and
for the variable quality culture K-S z = 0.424, p > 0.05. The third condition is checked
through a visual inspection of the point cloud, which can be observed in the figure no. 1,
where it can be observed that the relationship between the two variables is linear and
positive. From table no. 2 we can note that there is a very strong positive correlation
between the variables leadership and quality culture, r Pearson (263) = 0.925, p < 0.01,
which means that, as the leadership improves within the studied organizations, quality

1056

Amfiteatru Economic

Total Quality Management – A Way to Lead a Quality-Centered Organization

AE

culture also improves. The r Pearson coefficient is a measure of the effect, in this regard,
the relationship between the variables leadership and quality culture is very strong. We can
state that hypothesis H1, according to which within the organizations there is a very strong
and positive relationship between leadership and quality culture, is confirmed.

Figure no. 1: Relationship between the variables leadership and quality culture
Source: Own research

Table no. 2: Correlation table between the variables „quality culture”
and „leadership”
Leadership
Pearson Correlation
1
Sig. (1-tailed)
Leadership
N
263
Pearson Correlation
,925**
Sig. (1-tailed)
,000
Quality culture
N
263
**. Correlation is significant at the 0.01 level (1-tailed).
Source: Own research

Quality culture
,925**
,000
263
1
263

Further on, we want to see whether within the analysed organizations, a more democratic
leadership style is favourable to the development of the quality culture. According to the
literature, this hypothesis should be confirmed, because the transformation, change and
migration of organizational culture towards a culture of quality requires the involvement of
organizational management, particularly top management to convince every member of the
organization about the importance of doing things right the first time and every time. This
change is favoured more by a democratic management style rather than by an authoritarian
one.
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In the table no. 3 one can observe that the managers that answered the questionnaire and
declared to be more authoritarian register a higher mean value to the variable quality
culture, compared to those that declared to have a democratic management style. It is a
surprising result. We continue by verifying in the table no. 4 if there are statistically
significant differences between means, if there are significant differences depending on the
management style in terms of favouring the development of the quality culture in
organizations. In this regard, we observe the result of the Levene homogeneity of variances
test: F(261) = 5.357, p = 0.021 < 0.05, meaning that test F is statistically significant. So,
variances are not equal which means that we can interpret the test t results in the case of not
assuming the equality of variances. It can be observed that t (162.643) = 3.353, p = 0.0005
(one tailed, unidirectional hypothesis), meaning that there are significant differences
between means. Managers from the analysed organizations, which have an authoritarian
style, registered on average significantly higher scores in terms of favourability for
developing a culture of quality, compared to managers with a democratic style.
Table no. 3: Test t for independent samples: Group Statistics
Management style
N
Mean
authoritarian style
93
4,25
Quality culture
democratic style
170
4,03
Source: Own research

Std. Deviation Std. Error Mean
,534
,055
,446
,034

Table no. 4: Test t for independent samples
Levene's
Test for
Equality of
Variances

F

Equal
variances
assumed
Quality
Equal
culture
variances
not
assumed

Sig.

5,357 ,021

t-test for Equality of Means

t

df

Sig.
(2tailed)

Mean
Difference

95%
Confidence
Interval of the
Difference
Std. Error
Difference Lower Upper

3,534

261

,000

,218

,062

,097

,340

3,353

162,643

,001

,218

,065

,090

,347

Source: Own research

The results obtained above are surprising because we would expect that managers with a
democratic style to record higher scores in terms of favourability for developing a culture
of quality and not vice versa, but we consider that one of the principal cause that led to
these results is the cultural influence (national culture influencing organizational culture).
So, based on these results we state that hypothesis H2 according to which, within the
analysed organizations, a more democratic leadership style is favourable to the
development of the quality culture is rejected.
Next, we analyse whether in the organizations there is a strong positive relation between the
variables customer relationship, leadership and quality culture. For this purpose, first we
first analyse the point cloud, where it can be observed that the relationship between
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variables is linear and positive. So, we can calculate the Pearson correlation coefficient.
That there is a strong positive relation between the variables customer relationship and
leadership, r Pearson (263) = 0.724, p < 0.01, meaning that, as the leadership improves
within the organizations, the customer relationship also improves. Also, there is a strong
positive relation between the variables customer relationship and quality culture, r Pearson
(263) = 0.785, p < 0.01, meaning that, as the quality culture improves within the
organizations, the customer relationship also improves. The r Pearson coefficient is a
measure of the effect, and the relation between the variables customer relationship,
leadership and quality culture is positive, linear and strong.
According to the results below, the factor variable customer relationship improves when the
variables leadership and quality culture are improving, but we do not know the extent to
which the variation of the two variables, leadership and quality culture, influences the
variation of the factor, customer relationship. We check the predictability level of
improving the variable customer relationship, based on variations in improving the
variables leadership and quality culture. For this, we applied the simple linear regression
separately for the two independent variables, leadership and quality culture. In the table no.
5 one can observe the first information about the efficiency of the applied regression model,
more exactly the value of the coefficient R2adjusted = 0.522, which shows that the variable
leadership influences in a percentage of 52.2% the variable customer relationship. We can
state that 52.2% of the customer relationship’s variance can be explained by the variance of
the leadership.
Table no. 5: Variables leadership and customer relationship: Model Summary
Model
R
R Square
Adjusted R Square
1
,724a
,524
,522
a. Predictors: (Constant), Leadership
b. Dependent Variable: Customer relationship
Source: Own research

Std. Error of the Estimate
,438

In the table no. 6 we are interested in the values obtained for test F which verifies if the
regression line is significantly different from zero, so F(1, 261) = 287.103, p < 0.001,
resulting that test F is significant. The high level of this test shows that the variable
leadership is relevant in explaining the variance of the variable customer relationship.
Table no. 6: Variables leadership and customer relationship: ANOVA
Model
Sum of Squares
Df
Mean Square
1
Regression
55,131
1
55,131
Residual
50,119
261
,192
Total
105,250
262
a. Dependent Variable: Customer relationship
b. Predictors: (Constant), Leadership
Source: Own research

F
287,103

Sig.
,000b

Based on the information in the table no. 7 we can predict the customer relationship’s
variance depending on leadership. So, if we make the prediction based on the standardized
coefficient Beta, we state that when leadership improves with a standard deviation, the
customer relationship improves with 0.724 standard deviations.
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Table no. 7: Variables leadership and customer relationship: Coefficients
Unstandardized
Standardized
Coefficients
Coefficients
B
Std. Error
Beta
1
(Constant)
,028
,238
Leadership
,979
,058
,724
a. Dependent Variable: Customer relationship
Source: Own research
Model

t

Sig.

,118
16,944

,906
,000

We analyse the next regression for verifying the prediction level of improving the customer
relationship based on the variance of an improved quality culture. From the table no. 8 one
can observe that the value of the R2adjusted coefficient is 0.615, which shows that, in general,
the quality culture influences the customer relationship in a percentage of 61.5%. We can
state that 61.5% of the customer relationship’s variance can be explained by the variance of
the quality culture.
Table no. 8: Variables quality culture and customer relationship: Model Summary
Model
1

R
,785a

R Square Adjusted R Square
,616
,615

Std. Error of the Estimate
,393

a. Predictors: (Constant), quality culture
b. Dependent Variable: customer relationship
Source: Own research

The variable quality culture is relevant in explaining the variance of the variable customer
relationship, according to the table no. 9 (the value of test F(1, 261) = 419.535, p < 0.001,
resulting that test F is significant and has a very high value).
Table no. 9: Variables quality culture and customer relationship: ANOVA
Model
Regression
Residual
Total

1

Sum of Squares
64,884
40,366
105,250

df
1
261
262

Mean Square
64,884
,155

F
419,535

Sig.
,000b

a. Dependent Variable: customer relationship
b. Predictors: (Constant), quality culture
Source: Own research

The table no. 10 provides the necessary information for making predictions regarding
customer relationship’s variance based on the variable quality culture. So, based on the
standardized coefficient Beta, we state that, when quality culture improves with a standard
deviation, the customer relationship improves with 0.785 standard deviations.
Table no. 10: Variables quality culture and customer relationship: Coefficients
Model
1

(Constant)
quality culture

Unstandardized
Coefficients
B
Std. Error
-,135
,205
1,017
,050

Standardized
Coefficients
Beta

t

,785

-,660
20,483

Sig.
,510
,000

a. Dependent Variable: customer relationship
Source: Own research
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The hypothesis H3 according to which, within the analysed organizations the variance of
the customer relationship variable is explained mostly by the variance of the TQM system’s
components (leadership and quality culture) is confirmed.

Conclusions
In this paper results on the relationship between the TQM system’s components, leadership
and quality culture have been presented. Their impact on customer relationship that is
expressed and measured, in our research, as a dimension of business excellence in the metal
construction industry organizations in Romania has been also presented. The studied
variables, leadership, quality culture and customer relationship record high means, which
indicate that within the analysed organizations, leadership is characterized by a high level
of involvement, the management team is interested in the process of continuous quality
improvement, existing premises for creating customer-oriented organizations that aim to
achieve long-term excellence. Also, the analysed organizations make efforts to identify,
understand, meet the needs and exceed customers' expectations, being focused on clients.
We obtained surprising results regarding the management style that facilitates the
development of a quality culture. The questioned managers which declare to have an
authoritarian style obtained on average significantly higher scores relating to the
favourability for developing a culture of quality, compared to managers with a democratic
style. One of the principal causes that led to these results is the cultural influences, the
national culture influencing organizational cultures.
Another result indicates a strong positive correlation between the variables representing
TQM system’s components (leadership and quality culture), and between them and the
variable customer relationship. Thus, as leadership and/or quality culture improve within
organizations, the customer relationship improves. The obtained results allow us to state
that leadership is in a very close dependency with the customer relationship variable. In this
regard, we recommend the management team, and not only, to pay particular attention to
the way processes take place within the organization, especially the process of continuous
quality improvement, because the customer relationship depends on it. A superficial
involvement in dealing with customers or the lack of interest from the management
structure causes significantly negative effects on customer satisfaction.
Quality culture is also in a very close dependency relationship with customer relationship,
confirming the assumptions in the literature. We recommend the management team to pay
particular attention to the creation and development of a quality culture in organizations
because it explains and determines the improvement of customer relationship, influencing
the achievement of business excellence. An organizational culture that is not focused on
quality can cause negative effects on customer relationship and can reduce the degree of
customer satisfaction.
One of the research limits is reduce number of investigated companies. On the other hand,
the distribution of the questionnaire was based on obtaining prior approval from the
analysed companies, which were asked for support in conducting the research. The directed
sample does not allow generalization of results, the article presenting opinions of managers
regarding the situation of the analysed companies. However, given the high rate of
responses received from managers, we consider the results relevant for the research
objective and useful both to companies from the analysed industrial field and other fields as
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well. The research can be continued through complex statistical and mathematical
modelling to analyse the factorial multi-collinearity. Another future research direction is
continuing to analyse the components of the TQM system, aiming to approach the TQM
system integration with other systems such as the environmental management.
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